\
4
\ )
IR
&

R GRAY DAVIS

. | i

An analysis of outreach effectiveness

Prepared by the Business, Transportation and Housing Agency / Maria Contreras-Sweet, Secretary



Experience California
Complete Count Campaign
Ethnic Multimedia Census
Advertisements

PC

For proper playback, place
CD-ROM disk in Windows
computer then wait for
autostart function to engage.
If autostart fails, double click
on the file Census2000.exe
under the root directory on the
CD to start.

MAC

For proper playback, place
CD-ROM disk in Macintosh
computer then wait for
autostart function to engage.
If autostart fails, open the
mounted CD on the desktop
then double click on the file
Census2000 to start.



Table of Contents

Secretary’s Letter t0 the GOVEIMOr. . o vt vttt e e i e e e e e ii
EXECULIVE SUMMANY. ottt e e e e et e e e e e 1
The Challenge . . . oo et e e e e e e 4
The Leaders, the Team and the INfrastructUre . ..o vttt e e e e e e e eee e 5

The Cornerstone of the California Complete Count

Campaign: Grassroots OQULrEACH . . . oottt e e e e e 9
Direct Community Outreach:

Taking the Campaign to the Streets . . ..o v i i i e e e e 12
Grassroots Outreach Through

Strategic County Partnerships .« .o v vt e e e e e 28
Statewide Community Based Organization

Network Reaches Across All Lines:

Questionnaire Assistance Centers

Touch MIllIons. . . oot e 32
Teachers, Students and Parents Rally

Around Census 2000 . . . v vttt e e e e e e e e e e 45
State Agencies Respond to Census Call . .. oo vt e e e 50
“California, You Count!” Grassroots

Advertising Campaign . . v v vttt e e e e 52
Results and OUECOMES . .+« v o vttt e e e e e e e e e e 65
Do Tt AGaIN I 2010, . ottt e e e e 92
ADDENAICES .« vttt e e e 96

California Complete Count



II

California Complete Count

STATE OF CALIFORNIA

GRAY DAVIS
Governor

MARIA CONTRERAS-SWEET
Secretary

Department of Alcoholic Beverage Control
Department of Corporations

Department of Financial Institutions

California Highway Patrol

California Housing Finance Agency

Department of Housing & Community Development
Department of Managed Health Care

Department of Motor Vehicles
Office of the Patient Advocate
Department of Real Estate
Office of Real Estate Appraisers
Stephen P. Teale Data Center
Office of Traffic Safety
Department of Transportation

BUSINESS, TRANSPORTATION AND HOUSING AGENCY

June 30, 2001

Dear Governor Davis:

I am pleased to forward this final report of the California Complete Count
(CCC) Committee, commissioned by your office to develop, recommend and
assist in the administration of an outreach strategy to encourage full
participation in the 2000 Census.

Your leadership and open support of the CCC Campaign resulted in an
increased count of Californians. The final results show California invested
its $24.7 million wisely and successfully. The state’s Mail Back Response
Rate improved to 70 percent, outpacing the national average of 67 percent
and exceeded the U.S. Census Bureau’s projected rate of 58 percent for
California.

Demographic efforts estimate that the difference between the projected rate
of 58 percent and the actual Mail Back Response Rate of 70 percent equates
to more than 1.2 million additional Californians being counted.

On behalf of the CCC Committee, I commend the Legislature and you for the
vision and leadership in creating the opportunity for the CCC Campaign.
And on a personal note, I thank you for the opportunity you gave me to serve
as Chair of the California Complete Count Committee.

It has been a pleasure to serve the people of the State of California in our
efforts to count all Californians.

Respectfully,
Whasie.

MARIA CONTRERAS-SWEET
Secretary

980 9th Street, Suite 2450 + Sacramento, CA 95814-2719 + (916) 323-5400 « 1 (800) 924-2842 « Fax: (916) 323-5440
FLEX YOUR POWER! == BE ENERGY EFFICIENT!
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Funded by an unprecedented $24.7 million of state funding, the
California Complete Count Campaign developed and implemented
an innovative grassroots census outreach program. This statewide

program created strategic partnerships with counties, schools, state

agencies and community and faith based organizations. The result
was a Mail Back Response Rate of 70% for California, which
exceeded the national response rate of 67%.
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In This Section:

The challenge and Opportunity
The Strategy

Results

(ritical Success Factors

“The Committee shall create an outreach strategy
to encourage full participation and avoid an under-
count in the 2000 Census.”

-Governor Davis Executive Order D-11-99

Goal: Ensure that Californians get their
fair share of resources for schools, roads,
daycare centers, medical facilities and the
like by encouraging the full participation
of all Californians in Census 2000

The United States 2000 decennial census data will
be used not only to reapportion congressional seats,
but also to allocate federal grant funds to state gov-
ernments. Due to a nearly 2.7% undercount of approxi-
mately 840,000 Californians in the 1990 Census, the
people of California were denied over $2 billion in
reimbursable federal funds during the 1990s. In order
to avoid another tragic undercount and the projected
loss of $5 billion in federal funding over the next
decade, Governor Gray Davis established the California
Complete Count (CCC) Committee to implement a cen-
sus outreach program that would maximize the number
of Californians counted in the 2000 Census.

Executive Order D-11-99 (Appendix A-1) established
the CCC and directed it to, “as expeditiously as possi-
ble, develop, recommend and assist in the administra-
tion of an outreach strategy to encourage full partici-
pation in the 2000 federal decennial census.”
Additionally, the Order directed the Committee to
“submit an interim report to the Governor by January
31, 2000, containing its recommended outreach strate-
gy to encourage full participation and avoid an under-
count in the 2000 Census. Thereafter, the Committee
shall report periodically to the Governor and shall sub-
mit its final report no later than June 30, 2001, speci-
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fying actual outreach efforts which were implemented
for the 2000 Census.”

The Interim Report and Outreach Strategy was sub-
mitted to the Governor on January 31, 2000. Likewise,
in compliance of Executive Order D-11-99, this final
report to the Governor specifies actual outreach efforts
implemented for Census 2000.

In order to support the efforts of the CCC
Committee, an unprecedented $24.7 million of state
funding was set aside to fund a groundbreaking
statewide outreach campaign, leveraging the existing
marketing and outreach efforts of the U.S. Census
Bureau.

Under the Governor’s leadership and direction, the
(CC Campaign outreach efforts were successful in
increasing the number of Californians counted. The
Mail Back Response Rate for California was 70%, which
exceeded the nation’s rate of 67%.

Governor Davis” appointment of Secretary Maria
Contreras-Sweet, head of the Business, Transportation
and Housing Agency (BTH) to serve as Chair of the
CCC Committee, and naming of outstanding California
community and business leaders to the CCC Committee,
ensured that this outreach endeavor would be a
success (Appendix A-2).

The Challenge and Opportunity

California boasts the fifth largest economy in the
world. Its population of over 33 million, as counted by
the 2000 census, 158,869 square miles of territory,
geographic, racial and ethnic diversity, make it particu-
larly challenging to count. This diversity and economic
preeminence also create an imperative to count every
person to ensure that California receives its fair share
of federal resources and political representation in the
U.S. Congress. Businesses also rely on the census in
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developing their investment and marketing plans.
Thus, the census itself, fuels our engine of economic
growth. It was a challenge to turn these facts into an
opportunity for success.

The Strategy

Together with the members of the CCC Committee
appointed by the Governor to develop its outreach
program, the CCC Campaign focused its resources and
efforts on populations that had been undercounted or
particularly difficult to count in the 1990 Census. CCC
outreach strategy was designed to complement and
supplement the marketing and outreach efforts of the
U.S. Census Bureau. The success of the CCC outreach
can be attributed to four key implementation
approaches:

1. Leveraging existing networks, such as county
and local governments, schools, and community
based organizations.

2. Resources were focused on the high undercount
and hard-to-count populations, getting the most
“bang for our buck”,

3. The “California, You Count!” media advertising
campaign focused on marketing the census ques-
tionnaire process and implementing a grass roots
driven campaign.

4, All campaign outreach strategies were designed
to complement, not duplicate, the U.S. Census
Bureau’s efforts.

Launched on December 1, 1999, the campaign
established offices in Sacramento, Los Angeles, The
Bay Area, Fresno and San Diego to reach the breadth
of Californians. The CCC Committee hired a diverse,
multi-talented team combining private, public sector
and community service experience. The team created
and implemented an outreach strategy, focusing on
those undercounted by the 1990 census. The team
identified and worked closely with community partners
to get the word out to hard-to-reach individuals and
families. Simultaneously, they established accountabil-
ity mechanisms to insure that the organizations with
census outreach contracts achieved the campaign’s
objectives within budget and on time.

Results

“Governor Gray Davis announced today that California’s
$24.7 million investment to increase the Census 2000
count has been highly successful.” - June 20, 2000 Press
Release- Office of Governor Gray Davis

As a result of these unparalled Census outreach
efforts, California’s Mail Back Response Rate to the
Census was 70% (Appendix A-3), outpacing the
national average of 67%. The U.S. Census had
projected a response rate of 58% for California as
a basis for planning their door-to-door follow-up
operations. Demographic experts claim that the more
than 10% difference between the U.S. Census Bureau
Projected Mail Back Response Rate and the Final Mail
Back Response Rate equates to over 1.2 million
additional Californians responding.

Critical Success Factors
Aligned Leadership

From the Governor’s office to the front-line level
of state employees and our community partners, all
(alifornians were committed to the campaign’s goal
of encouraging full participation in Census 2000.

Targeted efforts

The campaign’s outreach strategy focused on
eight populations for targeted efforts. These groups—
based on the California Department of Finance,
Demographics Unit data identifying the highest under-
count from 1990—included:

¢ Children (infant to 17 years)
* Males age 18 to 28

o African Americans

¢ Latinos

¢ American Indians

¢ Asians/Pacific Islanders

¢ Homeless

® Migrant/seasonal farm workers

The campaign was successful in reaching these
undercounted communities by educating, motivating
and involving those groups to correctly fill out and
return their census forms. An article in the Los
Angeles Times on April 12, 2000 (Appendix A-4) and
the Governor's June 20, 2000 Press Release (Appendix
A-5) also credited the campaign’s efforts in reaching
minorities and hard-to-count populations in California.

Optimized state procurement processes

While adhering to the strict requirements of the
state’s contracting laws, the state contract process
was expedited and streamlined throughout the tight
time frame of the campaign. The result was the
successful execution of 50-80 contracts in less
than 60 days.



Leveraged community based
organization networks and resources

Through the utilization of existing Community
Based Organizations (CBOs) and networks, the cam-
paign was able to reach more people in the target
groups than CCC Campaign's staff of twenty outreach
coordinators could have done alone. Thousands of
Californians visited the 1,000 Questionnaire Assistance
Centers (QACs) across the state that had been estab-
lished by the CCC Campaign and were run by our com-
munity organization partners. The QACs were located
at accessible sites ranging from community centers to
parks and concerts, so that individuals had easy access
to experts who directly helped them fill out their cen-
sus forms correctly. The leadership of the regional
Administrative CBOs (ACBOs) who subcontracted to
other CBOs to operate the QACs was crucial to the
campaign'’s outreach success. These diverse CBOs con-
ducted grassroots level outreach to encourage a higher
Mail Back Response Rate. These organizations, serving
their communities on a regular basis, had a unique
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ability to reach target groups, especially through

the establishment, staffing and promotion of QACs.
Partnership with CBOs increased the campaign’s ability
to reach target groups on a much wider scale, resulting
in a reduced undercount.

Implemented effective intergovernmental
coordination between federal, state and
local entities communicating across
organizational boundaries

Since the U.S. Census is a federal operation, all
efforts at the state and local levels needed close coor-
dination with federal timelines and operations. The
state campaign staff established open and frequent
communication with the federal census specialists,
local entities and community organizations. This coor-
dination and communication across governmental
boundaries was swift and effective. All levels were
committed to maximizing the number of Californians
counted.

“Governor Gray Davis
announced today that
California’s $24.7 million
investment to increase the
Census 2000 count has been
highly successful.”

June 20, 2000 Press Release -
Office of Governor Gray Davis
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The Challenge:

Create a strategy and

build an organization and
infrastructure to support a
statewide outreach campaign
to maximize the number

of Californians counted

in Census 2000.

This report documents how the
outreach strategy was devel-
oped and administered to
encourage full participation in
the 2000 federal decennial
census.

In addition, it details actual
outreach efforts that were
implemented.

The enclosed CD-ROM contains
an electronic version of this
report as well as a multi-
media presentation show-
casing the video, audio and
print ethnic advertising pro-
duced for the "California,

You Count!" grassroots
campaign for Census 2000.

The Challenge:

Four months to Touch Millions
of Californians

The primary mission of the California Complete Count (CCC)
Committee was to encourage full participation of all California
residents in Census 2000, particularly those in communities that
had been undercounted in the previous Census.

In the 1990 Census, approximately 840,000
Californians were not counted. Preliminary projections
by the Department of Finance, Demographics Unit,
indicated that over 1,200,000 Californians might be
undercounted in Census 2000. A targeted statewide
outreach effort was planned, managed and implement-
ed before Census Day 2000 on April 1, 2000.

Governor Gray Davis and the State Legislature allo-
cated funds for an outreach effort for Census 2000.
Executive Order D-11-99 (Appendix A-1) released in
November 1999 established the California Complete
Count (CCC) Committee. It authorized $24.7 million
for the campaign, with spending authority commenc-
ing in January 2000.

Between the establishment of the CCC Committee
and Census Day 2000 on April 1, 2000, a statewide
organization was assembled to lead the daily Census
effort. The team’s first order of business, included cre-
ating and implementing an effective outreach strate-
gy, expediting the state’s contracting and procurement
processes and protecting the public’s interest by moni-
toring all funded activities.

On December 1, 2000, the CCC Committee initiated
efforts to assemble an experienced and competent
staff. In addition, due to California’s size and geo-
graphic diversity, several regional offices needed to be
established, equipped, and staffed.

California
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The CCC Campaign was not responsible for the oper-
ations of the actual Census questionnaire and data
collection. Its mission was to increase California’s
response by promoting awareness of what the Census
means to dollars available for our schools, parks,
roads, hospitals and the like. So by building strong
partnerships with the U.S. Census Bureau and its
regional and local offices, the California campaign
staff got a jump start by utilizing existing resources to
supplement federal outreach efforts. CCC Campaign
staff decided to target resources and efforts on the
highest undercount groups and regions to involve and
motivate more Californians to fill out and return their
Census questionnaires. Even by focusing efforts on
high undercount groups, the CCC Campaign would
have to touch millions of people throughout the entire
state.

Because this effort targeted those people LEAST
likely to respond, the CCC Campaign utilized a multi-
prong effort to convince the undercount populations
to participate. It was decided to focus outreach efforts
directed at these groups through grass roots advertis-
ing and face-to-face interaction using community
based organizations. CCC Campaign staff partnered
with local governments, schools and community based
organizations, and utilized those existing networks
and resources to touch millions of Californians.

Count



The Leaders, the Team
and the Infrastructure

Governor Gray Davis
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In This Section:
The Leaders

The Team and the Organization

The Infrastructure:
HowDid the California Complete
Count Campaign Operate?

Process Development
The Budget

Lessons Learned and
Administrative Recommendations

Campaign Challenges
Compressed timeframe

Millions of people to touch

Vast geographic areas to cover
Specialized media to be created
Lack of Staffing

No model to follow

Secretary Maria Contreras-Sweet

The Leaders

Governor Gray Davis displayed excellent leadership
by establishing the California Complete Count (CCC)
Committee. His unwavering support guaranteed the
commitment of his Cabinet and Agencies, which were
critical in the success of this high intensity outreach
effort. With the guidance and direction of Business,
Transportation and Housing Agency Secretary Maria
Contreras-Sweet, who also served as Chair of the CCC
Committee, this outreach campaign yielded excellent
returns on investment for the state over the next
decade. The support, involvement and understanding
of the importance of the Census by state legislators
added impetus to the grassroots outreach effort
throughout the entire state and contributed to the
campaign’s success.

Finally, this outreach effort would not have been as
successful without the advice and direction of the
Committee Members, who brought the voices of
California’s diverse communities to bear on the strate-
gy and implementation of the campaign.

The Team and the Organization

The CCC Committee identified and hired a highly quali-
fied staff (Appendix A-6) responsible for outreach and
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Intricate state processes

monitoring of state funding distributed in different
geographic areas. The Campaign was organized into four
major functional areas: Media Relations; Administration
and Information Technology; Outreach; and Marketing
and Communications.

The CCC Campaign established offices in Los Angeles
and Sacramento and Field Offices in San Diego, Fresno and
San Francisco. Since over half of the 1990 undercount
population was in Southern California, nearly 50% of the
staff worked out of the LA office.

Due to the unprecedented amount of operational
and administrative work, the Sacramento office
dedicated nearly 90% of its staff time to managing
the paperwork for the entire state. Without this level
of dedication to administrative duties, the campaign
might well have failed.

The Sacramento office was an integration of dedicated
state employees and experienced special consultants. The
consultants brought broad and diverse expertise ranging
from management consulting to international program
management for non-governmental agencies. The CCC
Campaign also benefited from staff with experience as
direct service providers, legislative staff and communi-
ty organization members. This unique synergy—
between the state staff experienced in managing state

Count
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processes and the special consultants who understood
how to reach and motivate the target populations—
proved highly successful.

The Sacramento office handled all of the critical oper-
ating duties and administrative procedures that kept the
campaign on track and in business. Some of these duties
included: contract management; personnel; budgeting;
business services; accounting; data management and
analysis; information technology support; project man-
agement; procurement and invoicing; legislative and exec-
utive reporting requirements; legal advising; coordination
of committee members and public meetings; monitoring
activities and handling liaison with the U.S. Census
Bureau regional office. In addition to these administrative
activities, the Sacramento office staff oversaw outreach
for the central and northern regions of the state, an area
stretching from Bakersfield to the Oregon border. The
small Fresno and Bay Area Field offices were staffed with
dedicated, high-energy members from the community.
These field offices worked closely with the Sacramento
office to ensure a cohesive, effective campaign.

The Los Angeles staff was dedicated to outreach and
media coordination. This outreach included events, meet-
ings and advertising. Due to its proximity to the advertis-
ing agencies and the office of the Assistant Director of
Marketing and Communications, the Los Angeles office
managed the advertising and media buy contracts.

The Sacramento and Bay Area offices covered the
northern and central California counties including
Alameda, Alpine, Amador, Butte, Calaveras, Colusa, Contra
Costa, Del Norte. EL Dorado, Glenn, Humboldt, Lake,
Lassen, Marin, Mendocino, Modoc, Mono, Napa, Nevada,
Placer, Plumas, Sacramento, San Francisco, San Joaquin,
San Mateo, Santa Clara, Santa Cruz, Shasta, Sierra,
Siskiyou, Solano, Sonoma, Stanislaus, Sutter, Tehama,
Trinity, Tuolumne, Yolo and Yuba.

The Los Angeles and San Diego offices oversaw the
counties of Imperial, Kern, Los Angeles, Orange, Riverside,
San Bernardino, San Diego, San Luis Obispo, Santa
Barbara and Ventura.

The Fresno office was responsible for Fresno, Inyo,
Kings, Madera, Mariposa, Merced, Monterey, San Benito
and Tulare Counties.

The Infrastructure:
How Did the California Complete
Count Campaign Operate?

Due to the foresight of Secretary Maria Contreras-
Sweet, the CCC Campaign was given the opportunity to
engage several key state agencies to assist with adminis-
tration and operating duties.

California

Complete

The Business, Transportation and Housing Agency
(BTH), acting as lead agency, provided rapid turnaround
of all necessary approvals, guided all policy decisions,
acted as facilitator and troubleshooter and led the work
of the CCC Campaign.

The Department of Consumer Affairs (DCA) provided
start-up staff, office space planning and equipment set
up. After the transition of lead responsibility to BTH, DCA
continued to provide information technology and server
support. DCA staff laid the important groundwork for hir-
ing special consultants and played a critical role in defin-
ing the allocation formulas for county funding.

The Department of Corrections (CDC) loaned key per-
sonnel who provided vital data analysis and financial
management staff.

The Department of Finance (DOF) provided manage-
ment and legal support throughout the campaign.

The Department of Food and Agriculture (DFA) provid-
ed prompt review and turnaround of all contracts. This
ensured that all contracts, sole source justifications and
other approvals were streamlined and expedited in com-
pliance with state regulations.

The Department of General Services (DGS) provided
management and legal support during the campaign also.

The Department of Housing and Community
Development (HCD) provided expert legal advice on
establishing the role of Administrative Community Based
Organizations in distributing the Non-profit Questionnaire
Assistance Center funding. In addition, HCD loaned key
personnel who single-handedly created the website at
www.census.ca.gov and handled the creation and procure-
ment of all campaign incentives.

The Department of Motor Vehicles (DMV) played a criti-
cal role in providing technical administrative support such
as budgeting, accounting, purchasing, personnel transac-
tion processing, business services and final report produc-
tion. DMV administrative staff worked as an integral part
of the campaign team and provided creative solutions to
expedite items through state processes.

The Department of Transportation (Caltrans) provided
administrative support including payroll processing and
financial management and loaned key financial account-
ing and contracting staff.

The Health and Human Services Agency (HHS)
provided key outreach staff to assure Faith Based
Leaders outreach and African American outreach. HHS
also made available translation services for press
releases and media kits.

Count



Process Development

Many processes were developed and/or reengineered
to expedite campaign activities. Processes for invoic-
ing and monitoring purchase requests and contract
approval were streamlined to ensure that:

e expenditures were kept within the
budget allotment;

¢ the integrity of the program was maintained;
e turnaround time was kept to a minimum;

o clearly defined parameters of the service adminis-
trative staff were provided;

e clearly defined roles of partners were provided
(DMV, DGS, (Caltrans); and

¢ audit standards would be met.

The Budget

Effective January 1, 2000, Senate Bill 711 allocated
$24.7 million to administer the activities of the
California Complete Count Committee.

Further information about funded activities is
detailed below.

Administration—$2.865 million

This budget line item funded personnel, facility,
telecommunications, equipment and general opera-
tional costs necessary to support the Committee and
the campaign. The CCC Campaign was able to redirect
administrative cost savings to the “It's Not Too Late”
campaign follow-up effort during the months of May
and June.

State Agency Outreach—$2 million

The State Agency Outreach funds were targeted to
those agencies that engaged in partnership with the CCC
Campaign and which:

* reached the outreach target undercount and hard to
enumerate population;

¢ had the most to lose in Federal funds; and
* had existing census outreach activities.

The Committee requested State agencies to partner
with the Committee and provide in-kind services. As of
June 30, 2000, approximately $2 million was expended.

County Complete Count Committees—
$5 million
$5 million was originally allocated to the County

Complete Count Committees. 49 counties entered into
contracts with the CCC Campaign totaling $4,948,965
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million. Nine counties declined to participate in the
program resulting in a balance of $51,035.

School-Based Outreach Programs—
$1.25 million

County Offices of Education in 22 counties with the
highest projected Census 2000 undercount for persons
under age 18 were allocated funding based on their share
of that undercount population. $1.25 million was encum-
bered. The 36 unfunded counties received outreach train-
ing, technical assistance and other support from the CCC
Campaign outreach staff upon request. For instance, the
(CC Campaign website provided census forms, information
and key outreach activities to county offices of Education.

Nonprofit Questionnaire
Assistance Centers (QACs)—
$3.9 million + $1 million

On December 6, 1999, the Committee increased the
original allocation of $1.3 million to $3.9 million to con-
tract with nonprofit Administrative Community Based
Organizations (ACBOs) that subcontracted with local com-
munity based organizations. The entire $3.9 million was
committed to engaging community based organizations in
face-to-face targeted outreach activities. At the April 24,
2000, Committee Meeting, the Committee approved a
redirection of $1 million of projected administrative sav-
ings to community based organizations for the purpose of
implementing an enumeration outreach effort, the “It's
Not Too Late” campaign. A total of $4.9 million was spent
on the QAGs.

Media Campaign—$8.7 million

The entire $8.7 million was expended on media
buys (time and space) and the creation and production
of advertisements and promotional materials.

Recommendations

® Administrative functions maintained in
Sacramento to benefit from proximity to key deci-
sion makers and state agencies.

e Administrative functions established 18 months
prior to campaign implementation.

e Sacramento staff increased for administrative and
outreach functions.

* Administrative staff of contract and data man-
agers teamed with counterparts in program man-
agement and outreach.

* Proportionate mix created between state
employees and special consultants in Southern
California office.
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18 Committee Members

Secretary Maria
Contreras-Sweet, Chair

Lieutenant Governor
Cruz M. Bustamante

Senator Kevin Murray
(D-Los Angeles)

Ms. Elmy Bermejo
Bishop E. Lynn Brown
Ms. Christina Difrancesco
Mr. Bill E. Dombrowski
Dr. Leobardo Estrada
Rabbi Harvey J. Fields
Dr. Jack Fujimoto

Sister Sally Furay

Ms. Antonia Hernandez
Mr. Stewart Kwoh
Reverend Jim Lawson
Mr. Richard Masur

Mr. Christopher McKenzie
Ms. Constance L. Rice

Mr. Arturo S. Rodriguez
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The Cornerstone of the California
Complete Count Campaign:

Partnering with the U.S. Census Bureau, elected officials,
labor, nonprofit organizations, religious leaders and
the private sector, the California Complete Count Campaign took the
outreach campaign "to the streets” by taking the message to the
people—swap meets, basketball tournaments, hip-hop jams, soccer
matches, mariachi festivals, parades, carnivals etc.

The County and School outreach components
of the campaign were a huge success because
these local government entities had an intimate
knowledge of the demographics within their
respective jurisdictions. State Agencies targeting
services to traditionally undercounted groups were able
to utilize existing structures to disseminate informa-
tion to large numbers of people. Community Based
Organizations provided the “people to people” grass-
roots level approach, an extremely effective method of
reaching hard-to-count communities. Each level of
partnership was essential to ensuring the census mes-
sage reached those groups that have
historically been undercounted.

The ultimate benchmark for project evaluation was
the 1990 Census figures. Data at census tract, city and
county levels for 1990 compared to the Response Rate
for 2000 clearly illustrated a dramatic improvement.
The Final Mail Back Response Rate of 70% and the
rapid completion of the Census Bureau’s Non-Response
Follow-Up phase in California as well as the immense
number of impressions made are strong indicators of
the effectiveness and success of the Campaign’s grass-
roots outreach strategy.

Only through partnership with state and local gov-
ermnment entities, community based organizations and
the U.S. Census Bureau could the California Complete
Count (CCC) Campaign meet the Governor's directive,
“to develop, recommend and assist in the administra-
tion of an outreach strategy to encourage full partici-
pation in the 2000 federal decennial census of popula-
tion.” One of the most important lessons learned by
the CCC Campaign was the importance of coordination.
In an outreach campaign, an effective tool in keeping
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people’s attention was personal contact. The CCC
Campaign strove to bridge the gap between the
government and the community by maintaining
contact with political leaders and civic groups. This
campaign succeeded because of proper coordination
and balance in these arenas. The success of the
grassroots outreach strategy is reflected in the Mail
Back Response Rate of 70%.

Targeted Efforts

As outlined in the CCC Committee Interim Report
to Governor Gray Davis and Outreach Strategy,
in order to utilize its resources effectively, the CCC
Campaign focused outreach efforts on specific target
groups. These groups were based on a thorough
review of Department of Finance (DOF) 1990 Census
Undercount Data (Appendix A-7) and 2000 Undercount
Projection (Appendix A-8) for California Counties
by Race and Ethnicity.

The CCC Campaign identified the following target
populations for aggressive outreach efforts.

o Children (infant to 17 years) Children
(infant to 17 years)

e Males age 18 to 28

o African Americans

e | atinos

¢ American Indians

o Asians/Pacific Islanders

¢ Homeless

¢ Migrant/seasonal farm workers

Specific outreach strategies utilized the themes of

Count

In this Section:
Targeted Efforts

Outreach Goal

What Did the Campaign Do?

The CCC identified

the following target
populations for
aggressive outreach
efforts to remedy past
undercounts.

o (hildren (infant to 17 years)
® Males age 18 to 28

o African Americans

® [atinos

e American Indians

o Asians/Pacific Islanders

® Homeless

® Migrant/seasonal farm
workers
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education, motivation and involvement to address incorporated partnerships with local government,
the cultural components of each undercounted community organizations, elected officials and pri-
population, while maintaining a focus on the vate sector companies.

objective of increasing the questionnaire response

2. Leverage existing networks through strategic part-
rate among these same groups.

nership with: counties, schools, state (county and
city) agencies and community based organizations

The CCC Campaign integrated a four-pronged

approach for grassroots level outreach: 3. Create and implement a grassroots advertising cam-

aign and press relations.
1. Conduct community outreach by identifying and par- Py P

ticipating in community events to reach the largest 4. Complement, not duplicate, U.S. Census Bureau’s
numbers of target populations. Outreach efforts Field Specialists outreach implementation plans.

California Complete Count



Outreach Goal

The overall goal of all outreach activities was to
“touch” as many times as possible, members of the
various undercount groups through an intensive
outreach program.

Through these repetitive “impressions,” the campaign
strove to educate, motivate and involve undercounted and
hard-to-enumerate communities to complete their census
forms and to cooperate with the U.S. Census Bureau.
These efforts would hopefully ensure a more complete
and accurate count of all Californians. This was
accomplished by:

® Educating target groups about the importance of
completing the census accurately, the confidentiality
of the census process and the benefits derived from
an accurate and complete census count.

* Motivating target groups to participate in the census
process by utilizing customized messages that were
culturally and language sensitive. Thanks to an
aggressive ethnic outreach media strategy that
emphasized repetitive touches, non-English speaking
members of each undercount group learned about the
option to receive a Census Questionnaire in Spanish,
Tagalog, Vietnamese, Chinese or Korean. In this way
the overall CCC Campaign outreach strategy built
upon the U.S. Census Media Campaign that told of
immediate benefits to Californians (i.e. more funding
for schools, local community infrastructures etc.)

* Involving target groups by advertising the locations
of the state funded Questionnaire Assistance Centers
(QACs) then assisting in the completion of census
forms through these QACs: assured of a more com-
plete count of all Californians.

Allocation of State Funds
for OQutreach

Statewide funding allocations were based on pro-
jected 2000 undercount data provided by the
Department of Finance. Total funding allocations were
divided proportionally based on this data. Those coun-
ties with the highest concentration of undercount pop-
ulations received higher funding allocations (Appendix
A-9).

What Did the
Campaign Do?

The following sections detail the development and
implementation of outreach operations:

e Direct community outreach

California
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* Strategic partnerships with counties, schools,
state agencies and community based
organizations

® The “California, You Count!” media campaign
Included in most subsections are the following:

Overview and Strategy

An overview of the outreach effort and the
strategies implemented for each specific outreach
component.

Results
Actual results achieved.

Key Activities and Highlights
Outstanding examples of activities that reveal the
wealth of diversity and creativity in outreach efforts.

Process Development

Detailing how processes, systems and procedures
were developed.

Challenges

Outlines barriers the campaign encountered in for-
mulating and implementing outreach strategies.

Critical Success Factors

Factors that contributed to the ultimate success
of the campaign.

Best Practices, Lessons Learned and/or
Recommendations

(ritical information specific to each outreach
component for improvements for the 2010 Census
campaign. The lessons learned and recommendations
sections were developed with feedback from Campaign
partners including state agencies, county government,
school entities and community based organizations.

Also included at the end of each section is a list
of archived products created by outreach efforts. These
archived products may be useful in future
outreach endeavors. These archived hard copy
materials are available for project teams upon request.
A combined list of archived products is included in
Appendix A-10—Archived Products.

Count

A “touch” or “impression”
was defined as the direct or
indirect contact that occurred
between the “California, You
Count!” outreach efforts and
a potential census participant.
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In this Section:
Overview and Strategy
Results

Key Activities and
Highlights

Challenges

Critical Success Factors
Best Practices

Recommendations

Five CCC Campaign
Offices Coordinated
Activities Statewide

Sacramento, Bay Area

(San Francisco/Oakland),
Fresno, Los Angeles and San
Diego. Community outreach
began in mid- December and
continued through the end
of June.

Direct Community Outreach:

Taking the Campaign
to the Streets

The community outreach strategy was to identify and
participate in community events in order to share the census
message with large numbers of the target populations.

Overview and Strategy

Whenever it became necessary, the California
Complete Count (CCC) Campaign created its own com-
munity events to ensure delivery of the census mes-
sage to all target groups. Partnerships with the U.S.
Census Bureau, counties, cities, schools, community
based organizations, businesses, news media, elected
officials, labor representatives and religious leaders
were integral to the success of the CCC Campaign’s
outreach efforts, which targeted communities with
high undercount populations based on the 1990
Census results.

Outreach staff strategically identified community
events by consulting with community based organiza-
tions, community newspapers, elected officials, U.S.
Census Bureau Partnership and Media Specialists, local
Complete Count Committees, tribal councils, faith
based organizations, the private sector and other com-
munity entities. Outreach staff identified community
events for each target group and tailored their out-
reach efforts to effectively convey the importance of
the census to each group.

The CCC Campaign focused primarily on participat-
ing in previously scheduled events rather than cre-
ating them. A community calendar of events
was created with staff assigned to attend
each event. CCC Campaign participation
at an event ranged from distributing cen-
sus information and promotional items to
providing educational and motivational
presentations regarding the significance
of census participation.

Results

The CCC Campaign outreach team participated in
over 500 community events and distributed over

California
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500,000 promotional items throughout California
between January and June 2000.

Key Activities and Highlights

The following events convey the different types
of events and partnerships developed throughout the
state to reach target groups. Descriptions of these
activities can be found in Appendix A-11—Campaign
Key Outreach Activities and Highlights.

Challenges

Campaign’s Timeline

The campaign was in full swing by January 2000
after staff had been hired and offices became opera-
tional. The Bay Area, Fresno and San Diego offices
were opened in late January. The deadline to mail back
questionnaires was April 11, and the campaign staff
successfully launched an outreach effort.

Too Many Community Events and Not
Enough Staff to Attend Them All

As staff assembled the community calendar of
events it became apparent that the CCC Campaign had
insufficient staff to attend all community events. Staff
was responsible for multiple target groups and multiple
geographic regions. Even with staff attending multiple
events in a day, there were times when no staff was
available to attend.

Lack of California Community
Outreach Models

The CCC Campaign’s Census 2000 effort was
unprecedented.

Count
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January

February

March

April

¢ Martin Luther King Jr.
Kingdom Parade
(Los Angeles)

Distinguishing the CCC
Campaign From the U.S.
Census Bureau

There existed a prevalent
general mistrust of the census
process in many of the under-

Swap Meets (Tulare)

Labor Meeting
(Sacramento)

Chinese New Year Celebration
(San Francisco)

Black History Month
Parades and Celebrations
(South Central Los Angeles,
Riverside, Orange County,
West Sacramento)

High School Census Tour
(Los Angeles)

count communities (i.e. filling
out the short versus the long
census forms, issues regarding
the confidentiality of the information collected by the
census), which the campaign overcame through its
outreach efforts with its partners to directly educate,
motivate and involve these target groups.

Critical Success Factors

o Statewide Kick-off
(Sacramento State
Capitol)

e Vietnamese New Year
Celebration (Sacramento)

e Viva el Mariachi Festival
(Fresno)

* Youth Soccer Opening
Ceremony (Los Angeles,
San Fernando Valley)

e Census Street Theatre
(Chula Vista)

* Census 2000 “We Count”
Jam - Open Mic and Shock
Theatre (San Francisco)

* March 18, 2000
“California, You Count!”
Day (Statewide)

Over 30 organizations statewide,
from community based
organizations to local
governments, participated in the
“California, You Count!” Day.

e April 1, 2000
Census Day
(Statewide)

* Davis Pow Wow
(Sacramento)

Select Partnerships Critical
to Outreach Success:

o Elected Officials and State Agencies—Elected
officials at the local, state and federal levels part-
nered with the CCC Campaign to create and sup-
port census events. Some elected officials con-
ducted neighborhood walks to canvas areas with
high undercount populations with information
about the census. Volunteers for these neighbor-
hood census awareness walks received t-shirts,
door hangers and other promotional items from
the CCC Campaign. The CCC Campaign also co-
sponsored large events with
elected officials and state
agencies. For example, on
Census Day, the CCC Campaign
sponsored the “Rally in the
Valley.” This event, which fea-
tured live music, food and
prizes for those who complet-
ed their questionnaires at the
event, attracted over 5,000
people, including several
elected officials.

e Private Sector Partners—The
private sectors participation

Complete

California

was critical in expanding the reach of the census
message through sponsorship of several events
with the CCC Campaign

o A breakfast for African American clergy to learn
about issues regarding the census. The “Faith
Leadership Census Breakfast” at West Angeles
Church of God in Christ in Los Angeles attracted

over 100 African American religious leaders. At
this event, the ministers pledged to spread the
census message to their congregations.

e (ensus activities in the
Central Valley—the Multi-
Ethnic Outreach Media
Breakfast and the Census
Faith Leadership Breakfast in
Fresno.

e U.S. Census Bureau
Partnership Specialists —
Strong relations with the
U.S. Census Bureau
Partnership Specialists were

key to information sharing
and coordination.

Count
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February

Chinese New Year Parade in San Francisco. (
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Statewide Kick-off at the Sacramento State Capitol.
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Secretary Maria Contreras-Sweet presented a census message to the Latino
communities of the Central Valley. )

California Complete Count



18  (alifornia Complete Count

M arch

1 Pacific Islar
A?:'ﬁ‘sus 2000 Com‘_“

-

-

L. W E
= 5 p. O. Bn\ 9!)4 Summtntn

il

Over 30 organizations statewide, from community based organizations to local

————
/\
.« . . o, . . 1"
—_— governments, participated in the “California, You Count!” Day.

The Asian American/ Pacific
Islander community in
Sacramento sponsored a
census rally on the Capitol
steps featuring elected
officials, the CCC Campaign
and a large number of
volunteers who canvassed
neighborhoods with high
undercount populations.
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Over five hundred people
participated in the City
of Monterey Park’s event.
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The CCC Campaign organized and sponsored a multi-cultural
celebration at CalExpo in Sacramento on Census Day.
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In San Francisco, the

CCC Campaign sponsored

a Census 2000 Rally at the
Civic Center Plaza.
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In Oakland, the CCC Campaign, the City of Oakland, the U.S. Census Bureau and the
Alameda County Economic Development Agency sponsored Culturefest 2000.

California Complete Count
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In Southern California, the City of Inglewood sponsored a two-day Census Day Carnival.

In the San Fernando Valley, the CCC Campaign together with a number
of elected officials sponsored the “Rally in the Valley.”

il

The CCC Campaign’s Census 2000
effort was unprecedented.

California Complete Count
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Partnership Specialists shared information about
community events and invited the CCC Campaign’s
participation. Partnership Specialists also provided
guidance on how to best utilize Campaign
resources and clarified census process issues for

Campaign staff.

¢ Faith Based Leaders—Faith based leaders were
instrumental in spreading the census message to
their congregations. The CCC Campaign co-spon-
sored faith leadership events in Los Angeles,
Long Beach, Oakland and Fresno. These events
provided leaders of all religious faiths with census
information to share with their congregations.

e The CCC Campaign produced a newsletter, for
African American clergy, entitled “Reaching for a
Higher Count, a Message for African American
Churches." 300,000 copies of this newsletter were

These organizations provided information about
community events and strategies for effectively
reaching these populations.

e |abor Union Groups—The CCC Campaign part-
nered with labor groups to help spread the cen-
sus message among their members. For example,
the CCC Campaign provided relevant promotional
items (i.e. baseball caps, water bottles, buttons,
pens etc.) to help promote the census. Outreach
staff made presentations at several union mem-
bership meetings. In addition, outreach staff sent
informational packets on the census to union
leaders to share with their membership.

Diverse and Representative Staff

(CC Campaign staff were representative of
(alifornia’s undercount groups. The fact that the CCC

distributed to over 1,100 African American
churches in California. This publication contained
information about the importance of the census
and how it benefited the African American com-
munity. March 12, 2000, was designated “Census
Sunday” and clergy throughout California commit-
ted to spreading the census message on that day.

¢ Community Based Organizations—Community
based organizations provided valuable informa-
tion about effective
methods for reaching
the undercount popula-
tions with which they
work. The CCC Campaign
staff met on a regular
basis with representa-
tives from community-

based organizations that

represented target

undercount groups.
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Campaign outreach staff reflected
California’s racially and ethnically
diverse population was a critical
asset in identifying strategies for
reaching the hard-to-count popula-
tions. CCC Campaign staff brought
cultural and racial sensitivities to
their work. The staff’s ability to
relate to the populations they were
targeting produced more effective
promotional items and written
materials. Their ability to address
non-English speaking groups in
their native languages helped
strengthen the outreach efforts by

increasing trust and credibility with the targeted com-
munities. In addition, staff provided access to exten-
sive networks of CBO, political and civic relationships.

AlL CCC outreach staff, trained by the U.S. Census
Bureau as sworn census takers, were able to assist
individuals in completing their forms whenever neces-
sary. This skill was useful at community fairs and fes-
tivals featuring Questionnaire Assistance Centers

(QAGs).
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Promotional Items

Promotional items heightened
the CCC Campaign’s visibility and
helped to spread the census
message. CCC Campaign pro-
duced a variety of promotional
items that were distributed
statewide using a network of
partners. Over 500,000 items
were distributed statewide.

Count



The small Census Bears, the most popular promo-
tional item, appealed across racial, cultural and age
groups. Those items that had a practical use, such as
baseball caps, drinking cups, water bottles and t-shirts
were very popular. Also, a creative private sector part-
ner printed and distributed census related messages in
Spanish on grocery bags.

Census Mascots—
the Census Bear and
Tommy the Clown

(CCC Campaign mascots
helped to promote the census
while creating visibility for the
campaign. The CCC Census
Bear, a life-sized brown bear
wearing a CCC Campaign t-shirt
(a staff member or volunteer
wore the costume), appealed
to all target groups and, in
particular, to children. The
Census Bear appeared at
numerous community events
statewide. Tommy the Clown
performed to rap and hip-hop
music at community events
and schools in the Los Angeles
area. This unique educational
census routine appealed to
African American, Latino and
other urban youth. He incorpo-
rated a census message into
his dance and magic show, and
included the Census Bear.
Tommy performed at 40 ven-
ues in the Los Angeles area spreading the
importance of an accurate Census 2000 to
many undercount communities.

Best Practices

Maintaining Good Communications
with U.S. Census Officials

(CCC Campaign staff held weekly meetings at the
beginning of the campaign with local U.S. Census
Partnership Specialists. These meetings helped the U.S.
Census Partnership Specialists to keep abreast of the
activities of the CCC Campaign and helped educate CCC

Campaign staff about the details of the census process.

In addition, CCC Campaign staff learned of key commu-
nity events and contacts through the Partnership
Specialists. This mutual cooperation prevented any
duplication of outreach activities.

California
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Identifying and Participating in Previously
Scheduled Community Events

The outreach staff was responsible for identifying
and participating in community events where target
groups would be in attendance. U.S. Census Bureau
Partnership Specialists were criti-
cal in identifying community
events and developing contacts in
targeted groups. CCC Campaign
staff used community newspapers
to identify major community
events. In addition, staff tapped
into their personal networks and
established relationships with
community based organizations
that worked with specific target
groups. Elected officials were also
a good source of information for
identifying community events.

Creating a Community
Calendar of Events
Promoting Key Census
2000 Dates

The CCC Campaign’s calendar of
events promoted key Census 2000
dates. The CCC Campaign used its
resources to support important
census dates such as:

® January 7, the local census
offices” Open House events.

® March 6, the mailing of the
Advance Letter.

* March 8 to April 14, the operation of the
Questionnaire Assistance Centers.

e March 13-15, the mailing of the questionnaires.

e April 11, the deadline for completed
questionnaires.

® April 27, the beginning of the
enumeration process.

The CCC Campaign designated March 18 as
“California, You Count!” Day, three weeks before
questionnaires were due. The CCC Campaign provid-
ed census event kits that included signs, buttons,
promotional items, t-shirts, door hangers, balloons
and other items to participating organizations. In
addition, the CCC Campaign coordinated statewide
participation in national Census Day on April 1. The
CCC Campaign made census event kits available
(similar to those used for “California, You Count

1"
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Promotional Items:

® Small bears
e Miniature soccer balls

o Stickers

® Basketball/soccer ball keychains
® Plastic tumblers

® Pens

® Pencils

° Magnets

® |Whistles

o Water bottles (Spanish/English)
® foam balls

® Buttons

® Frisbees

* Balloons

o ID tags

® Tshirts (“You Count!” message
translated into Chinese,
Spanish, Tagalog, Vietnamese
and Korean)

® (ups

® Antenna tops

® Mugs

® Posters

* Door hangers (with key mes-
sage in 6 languages: English,
Spanish, Korean, Tagalog,
Chinese, and Vietnamese)
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There existed a prevalent
general mistrust of the census
process in many of the under-
count communities, which the
campaign overcame through
its outreach efforts withits
partners to directly educate,
motivate and involve these
target groups.

Day) to cities and organizations willing to hold
a census event on April 1.

Designating CCC Campaign Staff to
Geographic Areas and Target Groups

(CCC Campaign outreach staff was assigned
specific geographic areas and target groups.
Each outreach team member was responsible
for: (1) identifying community events in his/her
assigned region or specific undercount group;
(2) participating in those events; and (3) being
the contact person for requests directed to the
CCC Campaign from his/her assigned region.

Working Closely with Elected Officials

(CCC Campaign staff worked closely with elected
officials at the local, state and federal levels since
these elected officials would have the ability to
reach large numbers of people. By working with
elected officials, the CCC Campaign staff had access
to the elected official’s constituents to promote the
census message. Outreach staff assisted elected
officials in conducting census outreach activities
in their districts.

Developing Creative Approaches to Outreach

Getting the census message across to all target
groups took creativity and “thinking outside of the
box." The outreach team was charged with a daunting
task—convince people who are already skeptical or
fearful of the government to provide personal informa-
tion to the U.S. Census Bureau. The outreach team
was successful in identifying where to find large num-
bers of target group populations—swap meets, flea
markets, parades, pow wows, soccer events, concerts,
ethnic festivals and basketball tournaments to name a
few. Other innovative outreach methods included
using Tommy the Clown who had great appeal among
African American, Latino and other urban youth.
Children and youth listened to Tommy because they
thought he was “cool.”

Allocating Financial Resources to Secure
Event Space and Sponsor Events

The campaign had the financial ability to purchase
event space and sponsor events. This ability was criti-
cal for participation in parades, carnivals, swap meets,
festivals and other community events that attracted
large audiences.

California
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Recommendations

Planning, Partnering and Coordinating Key
to Effective Outreach

The CCC Campaign’s future outreach efforts must
include planning, partnering and coordinating. The
Campaign should plan outreach strategies and identify
key partners well in advance of the census season.
This planning will ensure promotional items are
available early in the Campaign. The Campaign,
while successful, could have been more effective
if the following activities were implemented.

Planning Efforts

o Increase the Number of Outreach Staff—The
number of outreach staff should be increased for
more comprehensive coverage throughout the
state. Assign at least one staff outreach person
to each major city in the state to facilitate coor-
dination between the state, local government,
and community organizations.

Plan Regional Summits with Local Governments,
Schools and Nonprofits to Prepare Regional
Outreach Strategies—Regional summits should be
scheduled with local governments, schools, non-
profits and other organizations to prepare region-
al outreach. Because it funds counties, schools
and nonprofit organizations, the CCC Campaign is
in a unique position to coordinate efforts among
these various entities. Regional summits would
be useful in planning major outreach activities as
well as helping to avoid duplicated efforts.

Partnering Efforts

o Partner Early on with the U.S. Census Bureau—
A working relationship with the U.S. Census
Bureau should be established early to allow the
state a better understanding of the Bureau'’s
strategy, requirements and timelines. It will also
provide the Bureau with a better understanding
of the resources available from the state.

One idea that never came to fruition due to lack
of staff time was to hold several “Super QAC” days
throughout the state. Areas with historically low
census response rates would be identified and a
large-scale Questionnaire Assistance Center would
be planned at a major venue for one day.
Promotional items would help draw the crowd as
well as the placement of heavy advertising on
major media outlets that reach the targeted
groups. Large numbers of volunteers would be
needed to provide questionnaire assistance.

Count
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o Partner with a Diversity of Religious Organizations— The fact that the CCC Campaign
Expand partnerships with faith-based leaders. Faith- outreach Staff reflected
based breakfasts proved valuable in educating California’s racially and
clergy about the census so that they, in turn, ethnically diverse population
could educate their congregations. These efforts was a cnitical asset in
were valuable in disseminating the census identifying strategies for
message to particular target groups that were reaching the hard-to-count
otherwise difficult to reach. Because of the populations

lack of time, the CCC Campaign was not able to
organize more of these religious-based outreach
events. For Census 2010 these efforts should

be expanded.

Coordinating Efforts

® Provide Promotional Items Catering to Each Target
Group—Promotional item distribution was a suc-
cessful method for promoting the census to tar-
geted groups. Water hottles and caps appealed to
migrant workers. Small bears appealed to many
target groups, particularly to children. Basketball
keychains appealed to African American and
American Indian youth. Soccer ball keychains
appealed to Latinos. However, few promotional
items appealed to the homeless. While the
Campaign-produced t-shirts proved useful to the
homeless population, not enough were produced.
Free bottled water with a census message for the
homeless would have been a practical option.
For more effective multi-lingual outreach, all
(CC Campaign promotional items should be made
available in targeted groups’ languages such
as Korean, Chinese, Tagalog, Vietnamese
and Spanish.

Distribute a One Page Flyer in Multiple
Languages with Key Census Messages—The
campaign relied on a one-page flyer produced
by the U.S. Census in English and Spanish that
discussed the importance of completing and
returning the census form. While this flyer was
useful for distribution at community events,

it was not an effective tool for reaching all
target populations. Sample flyers catering

to each target group should be produced

using culturally relevant language, symbols
and pictures.

California Complete Count
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——— Grassroots Outreach Through
Counties Strengthen Local g
Outreach - -
et Strategic County Partnershins

Key Activities and Highlights

oty Process Develapiert Leveraging existing networks and resources available through

strategic partnerships with counties, schools, state agencies and
community based organizations allowed the Campaign to reach
grassroots levels otherwise unattainable. These partnerships

Challenges
(ritical Success Factors

Best Practices

Recommendations

were essential to the success of the Campaign statewide.

Counties Strengthen
Local Outreach

Five million dollars was allocated to County
Complete Count Committees to assist with targeting
local communities statewide. County entities proved
an effective channel to facilitate local grassroots
outreach. In fact, many counties already had
established County Complete Count Committees
and strategic relationships within their communities.

The Department of Finance (DOF) provided an
analysis of methods of distributing county funds
and presented it to the California Complete Count
Campaign. It was determined that the most efficient
utilization of resources to reach the largest number
of target groups was to allocate to each of the 58
counties based on their share of the projected 2000
undercount provided by the DOF. For low-population
counties, fixed amounts of funding were allocated
that were larger than the county’s projected 2000
undercount shares. Based on this undercount formula,
approximately 72 percent of the county funding was
allocated to Southern California.

Results

¢ County Complete Count Committees “touched”
over 24 million people as a result of the
State grant.

* Forty-nine counties received funds totaling
$4,948,965.

® The top 22 counties with the highest projected
2000 undercount received $4,584,502 or 92% of
the total funds.

* Nine counties did not accept California Complete
Count (CCC) Campaign funds and utilized their
own resources for outreach efforts. However, the

California
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(CC Campaign funded local community based
organizations (CBOs) which implemented outreach
services in those counties. Feedback from these
counties revealed it was not cost-effective to
directly accept the CCC Campaign grant. These
counties included Calaveras, Inyo, Lassen, Modoc,
Plumas, Shasta, Sierra, Siskiyou and Sutter.

o The average Mail Back Response Rate for partici-
pating counties was six percentage points higher
than non-participating counties.

Key Activities and Highlights
Counties submitted creative general and imple-
mentation plans, within an abbreviated time frame.
The following are some examples of outreach activi-

ties by county:

Sacramento County had participated in the 1998
“dress rehearsal.” It had the advantage of a Complete
Count Committee that had been established a year in
advance. The county was particularly effective in
partnering with the Asian/Pacific Islanders, Latino
and African American communities. Collectively, they
organized a large outreach rally on the east steps of
the State Capital on March 18, and an extremely
successful April 1 Multicultural Census Day celebra-
tion at CalExpo.

San Diego County arranged for census information
to be featured on 90 different movie screens. The
county also arranged for 80 theatrical performances in
both English and Spanish, which focused on the confi-
dentiality of Census forms.

Merced County initiated a live broadcast of census
public forum. Representatives from the local census
office fielded questions and the program was re-broad-
cast in English, Spanish and Hmong.
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Fresno County and its Southeast Asian community
sponsored a community event attended by over 2,000
people. The county funded a large event where donat-
ed food and census education materials were provided
to needy families.

San Joaquin County sponsored Hip-Hop shows per-
formed by local musical groups at area high schools
and other events, including the Statewide Kick-Off cel-
ebration at the State Capitol that was sponsored by
the CCC Campaign. Each rap group performed rap songs
written exclusively for the Census.

San Mateo County displayed posters and aired
videos in county health clinics waiting areas,
specifically targeting communities with high under-
count rates. San Mateo also had a number of WIC
mobile health clinics function as both a clinic and a
Questionnaire Assistance Center (QAC).

Los Angeles County

¢ (Organized neighborhood walks following public
rallies. Elected officials participated in these
activities. Each event had roughly 150 volunteers
visit over 2,000 households in East L.A., Valenda,
South San Gabriel, and South and West Whittier.

e The County Department of Social Services coordi-
nated the hiring of subcontracting process for the
hiring of census enumerators.

* Organized additional shelters for “Homeless
Shelter Enumeration Night” count on March 27.
The County and the L.A. Homeless Service
Authority arranged for ten additional homeless
shelters to be opened providing hundreds of extra
beds to homeless individuals.

County Process Development

Funds were dispersed to counties upon review and
approval of two deliverables: a general plan and an
implementation plan. These plans included:

® a budget outlining proposed expenditures.

® 3 strategy to reach the traditionally undercounted
populations.

¢ plans for community outreach, strategic alliances
with community based organizations, religious
organizations, community leaders, private indus-
try, and coordination with respective cities.

¢ information illustrating how cities and other
census partners will receive funds.

* media strategies.

The CCC Campaign reviewed these plans to insure
that there would be no duplication of efforts between
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counties and the State and Federal campaigns and that
no more than 5% of funds were used for administra-
tion. Upon review and approval of each plan, the
county received 50% of the allocated funds. Counties
were required to submit bi-monthly progress reports
and to report the number of impressions made through
outreach efforts.

The County Contracts Flow Chart (Appendix A-12)
outlines the contracting process.

Once a county general plan was approved, the CCC
Campaign would send a contract to the county for
review and approval by the Board of Supervisors. This
component of the process was cumbersome because of
the required time delays for the contract to be put on
the agenda. After approval by the Board, the signed
contract and resolution was returned to the State and
it was forwarded to the Department of Motor Vehicles
(DMV) for administrative processing. After processing,
the package was sent to Department of General
Services (DGS) for its approval. Once DGS approved,
the CCC Campaign sent a copy of the final approved
contract back to the county and requested a signed
invoice which could not be sent or prepared prior to
final approval of the contract. The CCC Campaign
received the invoice from the county and then request-
ed that the State Controller issue a warrant for the
contract amount.

Three of the 49 participating counties requested
that their respective “Councils of Governments” (COGs)
accept responsibility for census outreach and all con-
tractual issues. Those counties were San Diego, Tulare
and San Joaquin. Because of the different dynamics of
each entity, the CCC Campaign had to make different
types of arrangements for each COG.

Challenges

Abbreviated Timeframe

The CCC Campaign had to establish relationships
with the counties within an abbreviated timeframe.
This resulted in a lack of consistent information
between the U.S. Census Bureau, CCC Campaign and
local County Complete Count Committees. Some county
representatives expressed frustration in obtaining
information from the U.S. Census Bureau and the CCC
Campaign staff relative to deadlines and media buys.

Cowunt
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County Outreach
Archived Products

County Guidelines
County Contact Matrix

Detailed County and State
Government Processes

Issuing checks to counties required certain contrac-
tual obligations to be in place at both the state and
county levels. The normal processing time for the
State to deliver funds to a county is no less than 6
weeks with several months being the average. In addi-
tion, counties are required by law to have all contracts
approved by a board resolution. Securing these board
resolutions, in many cases, delayed distribution of
funds to the County CCCs Complete Count Committees.

Varying Levels of Interest and
Enthusiasm for the Census

The responsiveness from participating counties var-
ied greatly. As previously stated, there were a number
of contractual obligations that had to be met prior to
receipt of funds. Counties such as Sacramento, Los
Angeles, San Francisco, San Mateo, Mariposa, Tulare
and others were very responsive while other counties
consistently failed to submit required deliverables in a
timely manner.

Council of Governments Involvement

Three counties—San Diego, Tulare and San Joaquin—
requested that their Councils of Governments handle all
outreach efforts and contractual issues. This caused a
processing delay as the CCC Campaign had to construct
contracts and/or special arrangements for each county
individually.

Critical Success Factors
Many Counties Had Organized Early

A number of counties including Riverside and San
Mateo had an organized campaign structure months
before the CCC Campaign was initiated. Sacramento
County was of great assistance to the CCC Campaign
because of its close proximity to CCC Campaign head-
quarters. On several occasions, Sacramento County
Complete Count Committee readily was the first coun-
ty to complete funding requirements and the CCC
Campaign was able to test their expedited processes
by having Sacramento County available for any
changes or modifications. Sacramento County had an
established and integrated campaign as a result of
being the only county involved in the U.S. Census
Bureau's 1998 “dress rehearsal.”

Cities and Counties Worked Together!

There was efficient cooperation between city and
county governments. When the funding mechanism
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was established, there was concern that problems
might arise because funds were to be distributed to
counties and then “passed through” to cities.
Fortunately, the majority of counties had “regional”
Complete Count Committees with representatives from
their respective cites who had substantial input.

Demographic Experts Advise

County representatives were appreciative of the
responsiveness, accessibility and access to detailed
data from the Department of Finance, Demographic
Unit. The State Demographic Unit visited all 58 coun-
ties in California in an effort to share census data tai-
lored specifically for the county. These comprehensive
reports were invaluable references for counties while
strategizing for the campaign.

An Unexpected Benefit—
It Was Campaign Season!

Census ads reached more people than expected as a
result of increased newspaper circulation and reader-
ship due to the many local, state and federal cam-
paigns taking place.

Best Practices

Streamlined Stage Agency Coordination

Although the process appeared to be somewhat
prohibitive at times, coordination from the various
State agencies added tremendous value to the cam-
paign by cutting the “red tape” and allowing for a
more transparent delivery of funds.

Established Proactive County Complete
Count Committees

Requiring the counties to have established County
Complete Count Committees provided additional assur-
ances that the local entities were working together
with their respective census partners. A number of
counties indicated that the CCC Campaign was of value
because information and funds were provided without
“micro managing.”

Recommendations

Extend Timeline

Begin to build partnerships and the necessary cam-
paign infrastructure at an earlier date to encourage
coordination between local entities, the Census
Bureau and the State. Funding availability should be
announced as early as possible and explicit guidance
should be disseminated detailing how the funds can
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be expended. DOF statistical data should be provided
as early as possible to facilitate the development of
outreach strategies.

Small Counties Should Either Receive Higher Minimum
Funding or Be Able to Combine with Larger Counties

Nine counties determined that it would not be
cost-effective to accept State funds. If these counties
received more money or could have merged with
a larger county, they would have been more inclined
to participate.

Take Advantage of Regional and
National Businesses

The U.S. Census Bureau and the State should
partner with national and regional businesses to
maximize advertising. For example, the national public
transit association could facilitate census ads on
public transportation. This would be much more
effective than each county or city having to convince
the local agency to display census ads and then
create the artwork. This concept would also apply
to large The California Complete Count (CCC) Campaign
established partnerships with community based organi-
zations to educate, motivate and involve the hard-to-
enumerate communities during Census 2000. Utilizing
this approach increased the likelihood of overcoming
factors that could inhibit participation in the census,
such as: 1) growing distrust of government, 2) nation-
al trend of low Mail Back Response Rates, 3) lack of
knowledge about the census and 4) increased mobility
of the population.

California Complete Count
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In This Section:

Community Based Orgnization
QOutreach Strategies

Engaged Outreach Partners
Results

Process Development
Challenges

(nitical Success Factors
Lessons Learned

Best Practices of Community
Based Organization Qutreach
by Target Groups

Recommendations

Questionnaire Assistance
Centers (QACs) were
designed to:

e (onduct outreach by educating,
motivating and involving the
community members.

® Answer questions about
completing the census
questionnaireor about the
census in general.

® Help those who needed special
language assistance to com-
plete a questionnaire.

* Provide assistance to those who
did not receive a questionnaire.

CBO Outreach Strategy

Statewide Community Based Organization
Network Reaches Across All Lines:

Questionnaire Assistance
Centers Touch Millions

The mission of Community Based Organization (CBO) outreach
efforts was to partner with grassroots organizations statewide who
are trusted by target communities in order to ensure an accurate
and complete count of all Californians.

The California Complete Count (CCC) Campaign estab-
lished partnerships with community based organizations
to educate, motivate and involve the hard-to-enumerate
communities during Census 2000. Utilizing this approach
increased the likelihood of overcoming factors that could
inhibit participation in the census, such as: 1) growing
distrust of government, 2) national trend of low Mail Back
Response Rates, 3) lack of knowledge about the census
and 4) increased mobility of the population.

Engaged Outreach Partners

Six regional Administrative Community Based
Organizations (ACBOs) subcontract with as many
local CBOs as possible in order to establish QACs
and engage in outreach efforts. See Appendix
A-13—List of Administrative CBO Index and
Subcontractor CBO Index.

The CCC Campaign established and funded a total of
1,066 QACs, which included both stationary and
mobile QACs. Stationary QACs, modeled after the 1990
U.S. Census Bureau QAC program, primarily assisted
individuals in filling out census questionnaires at the
QAC location. Mobile QACs provided assistance and

also reached out to target commu-
nities where people live, work and

1 || Fund State-established
Questionnaire Assistance Centers
(QACs) which enabled local CBOs

to pay QAC staff and outreach workers.

play such as community events,
churches, festivals, parks, flea
markets and similar events.

A $5,000 funding cap was set

impressions.

2 || “Touch” approximately one million
traditionally undercounted people 2.5
times through face-to-face contacts and

per QAC site to ensure a wide
distribution of funds and to have
a maximum number of outreach
workers on the ground in commu-
nities. All CBOs operated in Census
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tracts that had a high risk of being undercounted
and/or in areas with non-traditional housing.

Outreach and QAC operations were tied closely with
the U.S. Census Bureau timeline. During all five phases
of the campaign, CBOs conducted grassroots level out-
reach to encourage a higher Mail Back Response Rate.
These organizations, serving communities on a regular
basis, had a unique ability to reach the target groups,
especially through the establishment, promotion and
staffing of QACs. This partnership with CBOs increased
the campaign’s ability to reach the eight target groups
on a much wider scale.

Each CBO aimed efforts at specific populations by:

e Conducting outreach in hard-to-enumerate
communities.

e (Operating stationary and mobile QACs.

¢ Publicizing QAC locations for both state
and federal QACs.

¢ Publicizing the Advance Letter Notices.

e Motivating the target populations to complete
and return census questionnaire forms.

e Encouraging people to cooperate with
enumerators during the Non-Response
Follow-Up Phase.

The “It's Not Too Late” Campaign was not originally
part of the CCC Campaign’s implementation plan, yet pro-
vided a final push to encourage persons not yet counted
to participate in Census 2000. Twenty-eight subcontrac-
tors continued outreach and education efforts through
June in the most hard-to-enumerate communities, such as
seasonal and migrant farm workers, the homeless and
areas with low Mail Back Response Rates.
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Number of Questionnaire Assistance Centers (QACs) Funded by
the California Complete Count Committee* State of California by ZIP Code
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Five phases of CBO outreach operations March 1- June 9, 2000

Phase Date Activities

Phase I March 1 - April 14 Outreach activities began.
Publicized Advance Letter and QAC locations.

Phase II March 8 - April 14 QACs opened.

Phase III March 10 - April 8 Motivated target communities to complete and

mail back census questionnaires.

Phase IV April 3 - April 14 Publicized enumeration process/
Non-Response Follow-Up, “Open Your Door.”

Phase V. April 15 - June 7 “It's Not Too Late”

to be counted outreach.

(BOs had a unique ability to
reach the target groups and
overcome many barriers to
success. This proved that
trusted and familiar grassroots
organizations in communities
are an ideal medium to
educate, motivate and involve
community members to ensure
an accurate and complete
census count.

In addition, the California Conservation Corps
provided additional coverage by canvassing areas
with low Mail Back Response Rates such as Orange,
Riverside and San Bernardino counties. An added com-
ponent to this outreach effort was to encourage those
who did not receive a form to “self-enumerate” by
telephone using toll free 800 numbers provided by
U.S. the Census Bureau.

CCC Campaign
Involvement

Ongoing Support
The CCC Campaign provided support to subcontrac-
tor CBOs through the distribution of QAC kits (i.e.
lawn signs, banner, volunteers’ pens, I was counted!
stickers) and promotional items such as small
“California, You Count!” teddy bears, t-shirts, frishees,
cups, water bottles etc. CBO outreach staff also pro-
vided technical support and guidance on reporting
requirements and programmatic issues to ACBOs.
Technical assistance was provided to subcontractor
(BOs through field visits to ensure that CBO staff
understood the requirements for
documentation and to ensure that

gram operations, CCC Campaign staff conducted moni-
toring visits to ACBOs and subcontractor CBOs. When
operational concerns arose, CCC Campaign and ACBO
staff provided assistance and guidance.

A standardized checklist was developed and used
by CCC staff during monitoring visits. The primary role
of monitoring teams was to ensure that entities were
operating and conducting outreach per their applica-
tions or implementation plans. In addition, staff pro-
vided guidance on appropriate file documentation to
prepare the organization/agency for a potential audit
by the Department of Finance. Monitoring teams also
visited a select number of County Complete Count
Committees and County Offices of Education (COEs).

Overall, monitoring revealed that ACBOs and sub-
contractor CBOs were working diligently to ensure that
undercount communities were reached and were con-
ducting innovative outreach activities, highlighting
the importance of participation in the Census 2000
and confidentiality.

The CCC Campaign had an interagency agreement
with the California Conservation Corps to monitor QACs
statewide. The role of the California Conservation
Corps was to visit stationary QACs ensuring that they
were operational. The monitoring checklist was com-
pleted and a photograph was taken at each QAC to
provide documentation of findings. Of the 627 station-
ary QAGs, the California Conservation Corps monitored
234 QACs. CCC Campaign staff monitored 41 QACs and
the Department of Health Services monitored four WIC
QACs. In total, approximately 45% of all stationary
QACs were monitored.

operations were being conducted
per contract. Additionally, CCC
Campaign staff assisted CBO part-
ners at local community events
statewide.

Monitoring

Each ACBO had primary respon-
sibility for monitoring their
subcontractor CBOs and QAC sites,
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to ensure contractual obligations
were being followed at all times. To
provide assistance in ensuring the
integrity of QAC and outreach pro-
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Results

State Exceeded CBO Outreach Goals

e (CC Campaign funding enabled 271 local CBOs
to operate 1,066 or approximately 33% of QACs
statewide.

o State funded CBOs employed at least 2,654 QAC
staff and outreach workers, who were trained and
sworn in by the U.S. Census Bureau. Funding
provided greater incentive to hire staff with
language skills and cultural familiarity in order
to best reach hard-to-enumerate communities.
Additionally, State funding provided local CBOs
the opportunity to conduct an effective face-
to-face outreach campaign.

® An estimated 20.7 million impressions were
made by state-funded CBOs

* Average number of impressions per person: 20

Process Development

Before CBO outreach could begin, many processes
and implementation plans had to be created. Given
the extensive nature of the CBO outreach program,
development of the program proved to be the most
labor intensive outreach component. An outreach
strategy, program policies, procedures and reporting
requirements were created. Throughout the CCC
Campaign, written and oral guidelines were devel-
oped for ACBOs and subcontractors CBOs regarding
implementation of their QAC outreach activities.

Due to the abbreviated timeframe for program
implementation, it was essential for the State to seek
assistance in administering the QAC funding. The CCC
Campaign determined that distributing funds through
six ACBOs would be the most efficient and effective
way to allocate the $4.9 million dollars.

A competitive process was initiated to recruit
ACBOs. In addition, brief informational seminars were
held in Northern, Central and Southern California in
order to inform CBOs about the opportunities to serve
as an ACBO. The ACBOs offered flexibility and familiari-
ty with local community based organizations in their
respective areas throughout the State, as outlined in
the table below:

Subcontractor CBOs

(CCC Campaign staff developed application materials
to be used by local CBOs to apply to the ACBOs for
State funding. Information regarding the opportunity
to apply for funds was disseminated through local

Californi